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Today’s presentation

 Why Social Media?

* What can social media do for your center

* How to integrate social media into your marketing efforts
e Content

« Tactics/Case Study

e Results



Why Social Media

Statistics speak for themselves

Top 1000 most visited websites

Rank
1

2

13

27

37
200
473
497

Website
Facebook
YouTube
Twitter
Apple
Linked In
Target
Macys

JC Penney

Unique Visitors/Users
590 million

490 million

180 million

61 million

41 million

12 million

6.1 million

5.7 million

Feb 2011 Stats from DoubleClick Ad Planner
By Google



What can social media do for your center?

Reach and engage shoppers

Improve communication with shoppers

Build customer database

Support center and retailer sales-driving initiatives



Integration

Social media becomes another medium to deliver your message

Traditional marketing integration
Platforms

How much?



It’s all about the content

Less marketing, more social

Relevant to the customer/Accurate information

Negative comments

Balance frequency and relevance



Tactics

 GSP Launch tied to big Harry Potter event

Flyer distribution

E-blast to database

Link on website

Ad on Facebook

Press Release

After event photos and videos

* Maintenance

Daily updates

Link back to center website
Upload new photos/videos
Promotional platforms

Capitalize on center/retailer events

Promote on all collateral material in and out of center
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Results

» Successfully engaged shoppers
* Improved Communications- Garnered valuable information from Fans (the good and the bad)
 GSP has more than doubled our reach expanded our reach
e Support Marketing initiatives

— Created online hype about retailer and center events

* Retailers directly attributed increase in sales for specific promo on FB/Twitter
— Enhanced partnerships
— Public relations



Thank you!
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